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The venture Freitag: 

From recycled bags to sustainable fashion 
 

Abstract 

The Swiss venture Freitag, founded in 1993 by the two brothers Daniel and Markus Freitag, 

pioneered the idea of product upcycling by producing functional and fashionable bike 

messenger bags out of used truck tarpaulins. Relying on its unique raw material of recycled 

truck tarps, Freitag developed a coherent brand identity and gradually extended its product 

portfolio of bags and accessoires over the years. From 2009 to 2014 however, Freitag 

engaged in a development process of manufacturing sustainable clothing which meant 

nothing less than the entry into an entirely new product category and market. For Freitag, 

this step constituted a core strategic investment decision, which would have major 

consequences on its innovation, marketing and branding activities. Due to Freitag’s self-

understanding as a sustainability-oriented and design-driven business venture, the challenge 

was to come up with a profitable clothing collection which would not only meet the venture’s 

high sustainability critieria but also its aspiration to produce functional and stylish fashion. 

Yet, the Freitag brothers still had to decide which customer segment they should primarily 

target with their new product offering. Should they primarily accommodate the needs of 

these customers which bought Freitag products because of their design and stlye or should 

they priortize the segment of sustainability-conscious consumers? Or should they even 

target the mass market with their new product? To reach a well-informed decision, the 

Freitag brothers had to develop a fine awareness for the peculiarities of Freitag’s brand 

identity and an in-depth understanding of the socio-ecological impact of sustainable fashion. 

As two professionally trained designers, Daniel and Markus felt committed to the idea of 

holistic design-thinking and therefore strived to approach these issues in an integrated 

fashion, from the procurement and design stage all the way down to the marketing and 

branding of their products. 
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Case  

Introduction 

Daniel Freitag was on his way to work. As every morning he was riding his bike through the 

crowded streets of Zurich to the new Freitag headquarter in the district of Oerlikon. In fact, 

he could not imagine a better job. In the last 20 years, he and his brother Markus had 

performed a variety of different roles and functions in their own venture which started its 

business in 1993 by transforming old truck tarpaulins into waterproof and stylish bike 

messenger bags. In fact, it was this constant change of perspectives - from being a designer, a 

founder, a manager or a creative director – that made his job so rewarding. Now Daniel knew 

that he needed all this knowledge and experience to ensure that Freitag’s future was as bright 

as its glorious past.  

Soon after Daniel left his home, it began to rain. But as he carried a Freitag bag with him, he 

did not have to worry about the hand-written notes and drafts he had prepared for the 

upcoming meeting. In the last 20 years, Freitag had developed from an insider’s tip within 

Zurich’s style-defining urban scene to a fully-fledged brand with a clearly defined brand 

identity and an international reputation. But while Daniel and Markus Freitag had always 

played with the idea t0 launch an entirely new product, which would not look like a bag and 

would not consist out of used truck tarpaulines, the brothers were simultaneously well aware 

that for most of their customers the Freitag brand was still synonymous with their classic 

messenger bags out of recycled truck tarpaulins.  

Against this background, the latest plan of Daniel and his brother Markus to develop and 

launch a collection of sustainable clothing was bold, to say the least. Ten years ago, Daniel 

and Markus Freitag had learned the hard way how difficult it was to enter the clothing 

market when they launched the fashion label „skim.com“ which had to cease its business 

activites only after two years. Yet, the brothers had still learned one important lesson from 

this entrepreneurial endeavour: To stay true to their own beliefs and values.  

Thus, it was clear from the very beginning that their planned collection of sustainable 

clothing had to strike the right balance between their rigorous sustainability standards and 

their high aspirations regarding functionality and style. Daniel was sure that successfully 

walking the tightrope between sustainability and design provided a unique selling 

proposition in the market for sustainable fashion. Simultaneously however, he felt that failing 

to do so would pose considerable risks for the Freitag brand and the venture’s future. For the 

two trained designers it was just natural to think of the origin of their products’ raw 

materials, how their products were fabricated and what happened to them after their 
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disposal. But if Daniel and Markus wanted to avoid one thing, it was to produce „just another 

eco-product“. 

In the upcoming meeting Daniel and Markus had to discuss a number of highly controversial 

issues associated with a potential launch of their sustainable clothing collection. As two 

professionally trained designers, Daniel and Markus wanted to approach these issues 

holistically which made it necessary to tackle a variety of associated questions - ranging from 

the sourcing of the raw materials, over the design, to the marketing of their clothing 

collection. The core question was: Which customer segment should Freitag 

primarily target with their new product? On the one hand, Freitag had become famous 

for its recycled raw material and had therefore over the years built up a credible reputation 

among socio-ecologically conscious customers. However, the brothers also knew that a large 

part of their existing customer base bought their products mainly because they liked their 

style and functionality. And while it was clearly not their first preference, it was at least 

theoretically also possible to target their new product at the mainstream market segment of 

customers which were neither particularly sustainbility- nor design-conscious. To make a 

well-informed decision, the brothers had to develop a fine awareness of their existing brand. 

Furthermore, they had to think about various related questions: How could Freitag improve 

the sustainability performance of its collection of sustainable clothing across its lifespann? 

How could Freitag remain true to its rigorous commitment to sustainability without being 

perceived as “just another eco-product”? How should the new product be integrated into 

Freitag’s existing brand architecture? 

Suddenly, Daniel spotted another cyclist with a Freitag bag a couple of cars in front of him. 

Immediately he started to wonder whether this man would be interested in sustainable 

clothing simply because he already possessed a Freitag bag made out of recycled truck tarps. 

Only recently, a good friend of Daniel and Markus had ironically, yet pointedly asked „how do 

you get your customers change pants in a bag-store?“ which Daniel thought was a brilliant 

metaphor for their challenges ahead. Having pioneered the idea of upcycling in the market of 

functional and fashionable bags for 20 years, Freitag was about to enter the entirely new 

market of sustainable fashion. The two brothers believed that the time was ripe for entering 

the growing market of sustainable fashion. Simultaneously, however, they knew that the 

success of their endeavour would depend upon a holistic understanding of sustainability 

innovation and marketing.   
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Corporate history of Freitag 

Founding story. The venture Freitag was founded in Zurich in 1993 by the two brothers 

Markus and Daniel Freitag (for some additional information about the founders see                            

Exhibit 1). According to the founders Daniel and Markus Freitag, the first Freitag bag was not 

the result of a carefully developed business plan but rather developed naturally out of a 

personal need. Back in the early 1990s the two brothers studied graphics and visual 

communication in Zurich and thought about a solution of how to transport their drafts with 

their bicycles. Reflecting on the production of their first bike messenger bag, Daniel Freitag 

explained:  

„The basic idea was to produce a bike messenger bag, [...] I wanted to have one, I was an 

art student and I wanted to have a waterproof messenger bag and I couldn’t get one. And 

so it was the brainstroming with my brother and the living situation in Zurich, so we came 

up with the idea to use used truck tarpaulins to produce bike messenger bags. [...] Once, we 

had a look out of the kitchen window and saw the trucks passing by and this was the 

inspiration to use the material“.  

- Daniel Freitag, co-founder of Freitag - 

 

Building on this inspiration, the brothers developed the idea of using recycled materials even 

further and used second-hand car seat-belts as shoulder straps while old bicycle inner tubes 

provided the edging of the bag. Exhibit 2 illustrates the original Freitag prototype bag called 

F13 TOP CAT which the brothers started producing in 1993 and which was incorporated into 

the design collection of the Museum of Modern Art (MoMA) in New York in 2003. 

Socio-historical context. The two brothers had grown up in a societal and family context 

which took the idea of recycling very seriously. Especially during the 1980s in which the two 

brothers grew up, Switzerland was at the European frontline in implementing far-reaching 

recycling regulations. Therefore, the brothers argued that using recycled materials in order to 

produce bags out of it, „was rather normal and natural for us“. However, it was ultimately 

the unique character of each bag which layed the foundation for its success: Cutting used 

truck tarpaulins with their specific colors and patterns implied that each bag was a unique 

object.  

In fact, the uniqueness of each bag ideally corresponded with the period’s zeitgeist back in 

the 1990s. It perfectly fit to the individualistic lifestyle of Zurich’s emerging subcultural scene 

as every bag was a unique item and was selected by each buyer. Due to the distinctive design 

and look of the Freitag bag, it quickly developed into an identity mark and symbol for a 
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community of like-minded people in Zurich’s creative scene which was rather critical about 

pseudo-individual, mass-produced items and looked for something truly individual.  

In addition, the perception of the Freitag bag as a hip accessoire of Zurich’s subcultural scene 

was further enhanced by the close embeddedness of Daniel and Markus Freitag into Zurich’s 

socio-cultural milieu of art and design students, cyclists and party people. In constrast to 

professional entrepreneurs who develop a business plan and tailor their products to the 

needs of a specific target group, the venture Freitag started as a typcial user project. At the 

beginning, the bags were produced in the brothers’ shared student apartment with the help of 

their mother’s sewing machine. Similarly, the sales of the first bags did not follow 

professional distribution channels but were rather informally organized. Renate Menzi, a 

design professional and contemporary witness who experienced the hype around the Freitag 

bag in Zurich first hand, commented on the venture’s early years as follows:  

 

„It seemed natural for the brothers to start producing bags in 1993, since it had 

everything to do with the attitude towards life in the 1990s. Zurich was known for its 

diverse party scene, where intellectual and local mobility, along with illegale bars, 

helped foster other small enterprises. In this milieu, an identity could grow without 

the assistance of a how-to business guide. Rather the firm’s founders felt committed to 

the street credibility of a bike messenger or the pertinacity of a graphic designer“. 

- Renate Menzi, curator of the design collection                                                                                

of Zurich University of the Arts -  

 

At first, they only produced some bags for themselves and their inner circle of friends. Later 

on, they also organized informal sales events. A case in point here is Freitag’s first sales event 

which took place at the Hardbrücke-bridge in Zurich in spring 1994. On this occassion bags 

were attached to the railing of the bridge and the brothers provided visitors with drinks 

which were poured from old gas canisters. As a result, the Freitag bag firstly became an 

insider’s tip in Zurich’s style-defining milieu and subsequently a symbol for the new and cool 

Zurich among Zurich’s mainstream.  

Venture growth and internationalization. What initially began as a user project quickly 

developed into a successful business venture. In the year 2006, Freitag could look back onto 

an impressive track record: It had steadily expanded to new countries, from Germany in 

1995, Japan, Austria and the Netherlands in 1997, France in 1999, Italy in 2000, to the US in 

2001. As a result of the bag’s high popularity within its home market in Zurich and its 
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strategy of internationalization, the company’s turn over had doubled every year until 2002 

and had grown annually by 20 per cent ever since. In 2006, Freitag employed 43 people, 

produced their bags in a large industrial hall in Zurich and had outsourced the sewing of the 

bags to five production centres in Europe. 

However, the increasing popularity of the Freitag bag in mainstream markets and the 

significant company growth also resulted in some major challenges. On the one hand, there 

was an obvious trade-off between the increasing popularity of the Freitag bag and its image 

as a product of urban subculture. As more and more people possessed one, the Freitag bag 

lost its appeal as a trendy lifestyle product with which battles of individualism and distinction 

could be won. On the other hand, due to the rapid growth and internationalization of Freitag, 

it was increasingly difficult to agree on a common understanding of what the venture Freitag 

and their products acutally stand for. Reflecting on this period of growth and 

internationalization, Daniel Freitag explained:  

 

„The venture grew and suddenly we have individual departments, suddenly we even 

have an agent who represents and communicates Freitag in Japan. Suddenly it could 

happen that we were discussing about Freitag and someone says that this is not his or 

her understanding of what Freitag actually is. Thus, we realized that the actual image 

of Freitag is different from person to person“.  

- Daniel Freitag, co-founder of Freitag - 

 

Delineation of brand values. Responding to these challenges, Freitag began to reflect on 

its organizational core values in order to establish a consistent brand identity. An 

important milestone for Freitag in the development of a consistent brand identity was the 

opening of its flagship store in Zurich in 2006. More specifically, taking up the venture’s 

unique idea to use already existing materials in new ways, the two brothers built the so-

called „Container Tower“ which consisted out of 17 rusted shipping containers from the 

port of Hamburg (Exhibit 3). The media celebrated the opening of the new store as a 

textbook example of corporate architecture and the store quickly became a popular 

landmark of Zurich. As Daniel Freitag explicated:  

 

“The idea of the tower is inspired by the history of Freitag. […] My brother, Markus, 

used to live next to the same freeway where the Freitag shop is located. The view out of 

his kitchen window onto the 24-hour truck traffic inspired us to produce bags from 
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used tarps. [...] This building actually tells the same story as the product, namely to 

take materials from the street, to take used materials and create something new out of 

it”.  

- Daniel Freitag, co-founder of Freitag - 

 

In order to accelerate and systematize the further development of a coherent brand identity, 

Freitag consulted the communication agency SNK Identities in 2007. In a two-year joint 

reflection process on the venture’s underyling brand identity, Freitag ultimately derived the 

following set of six brand values: urban, recontextualized, functional design, honest, 

slightly-fucked up and intelligent (see Exhibit 4 for the formal description of each brand 

value). Central for the development of these underyling values were Freitag’s existing stories 

and products. Especially the initial Freitag bag constituted an important point of reference 

for delineating the venture’s brand identity. Commenting on this process, Pascal Dulex, 

former brand manager of Freitag, reflected: 

 

“I believe that the reflection about the broader picture and the venture itself is based on 

the reflection about its product. I think that the product is the nucleus and the core which 

highly influenced characteristics and the development of Freitag as a venture. It became 

clearer and clearer that those aspects which back then had been decisive for developing 

the first product are nowadays a guiding framework when we develop new products”.  

- Pascal Dulex, brand manager of Freitag - 

 

Implementation of brand values. Once Freitag’s brand values had been identified, they were 

understood as a binding framework for the venture’s corporate activities and as a set of 

criteria against which new product ideas should be evaluated. A first step in this direction 

was the development and launch of a new product line, called Freitag Reference which was 

developed in parallel to the delineation of the Freitag brand values from 2007 to 2009. In 

contrast to the already existing Freitag bags it differed substantially in terms of its design, 

price level and intended target group (Exhibit 5). Until then, the existing product series with 

the Freitag bag F13 TOP CAT as its prototype had a sporty design, a unique character due to 

the different patterns and colors of each truck tarp and was aimed at a relatively young target 

group. The Freitag Reference collection, in contrast, only used monochromatic old tarpaulins 

and followed a more elegant and classical product design aimed for an older, more grown-up 

target group. These major differences notwithstanding, Pascal Dulex pointed to the 
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commonalities on a more abstract level and argued that „even though the Reference-bag 

looks more simple, fashionabe and sophisticated, it still embodies the FREITAG-philosophy“ 

which was expressed in the six core values of the brand.  

In addition, Freitag’s underlying brand identity was also expressed in its new headquarter 

and production center which was built in 2011 in Zurich’s Oerlikon district. As the two 

brother’s stated, the move into the new building was a unique opportunity to “rethink the 

way we want to work. […] The way we think about waste, actually we tried to eliminate 

this word “waste”, we just tried to think of a resource in the wrong place”. Therefore, Freitag 

developed a cleansing process in which the used truck tarpaulins are washed with rainwater 

which is collected in underground tanks. Additionally the relatively clean rinse water could be 

used for the next prewash and the heat of the dirty water could be transferred onto the fresh 

rainwater. Furthermore, operational waste in the form of cutting by-products was fed into a 

recycling process as far as possible. How serious Freitag is about implementing its brand 

values throughout its organization also became evident in the purposeful design of the 

venture’s office spaces. Pascal Dulex outlined that   

 

“We did not only redesign the production process but also the office spaces. Freitag 

wants to support its employees in becoming more ecological also in their everyday 

office life. Thus we installed self-developed recycling bins in each office space”.  

- Pascal Dulex, brand manager of Freitag -  

 

Thus, the venture Freitag did not only live on its brand values in the design of new products 

but strived to implement it in every aspect of organizational life. The venture’s brand book 

from 2009 for example already stated that Freitag’s brand identity „is not just for the 

marketing department – all partners and members of the Freitag team constitute an 

integral part in how our brand is lived and represented.“  In 2012, shortly after Freitag had 

moved into its new headquarter building this holistic understanding of the venture’s brand 

identity resulted in the following mission statement which was communicated both to 

Freitag’s employees and its external stakholders: „We believe in the next life of things. We 

think and act in cycles – and cycle“. On the one hand, this statement indicated the 

venture’s commitment to the growing sector of a circular economy which strived to recycle 

all used resources in a closed material cycle. On the other hand, it humorously also pointed 

to the venture’s origin and culture which evolved around the Freitag brother’s passion for 

bike cycling and their individual need for a functional bike messenger bag.  
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Entering uncharted waters: The development of sustainable clothing  

The latest outcome of Freitag’s commitment to sustainability however was the idea to 

manufacture sustainable clothing. It had all begun in 2009 with an own personal need, 

identified by the Freitag brothers - just as it had been the case in 1993, when the Freitag 

brothers produced their first messenger bag for their own, private use. Commenting on the 

initial trigger of this innovation process, the Freitag brothers explained that: „Our original 

intention was to provide our employees with sustainably produced workwear so that we 

would no longer have to rely on the cotton and synthetic materials that are so common in 

the globalized textile industry“.  

Once the general need to have sustainable workwear for the workers in the Freitag factory 

had been identified, it was an obvious question whether it would make sense to launch the 

sustainable workwear also as a new Freitag product at the market. Freitag’s product portfolio 

- which had consisted out of multiple bag types and a limited number of accessories such as 

wallets, travel kits and laptop sleeves - had always relied upon the used truck tarpaulin as its 

raw material. Therefore, while it seemed natural from the perspective of the venture to think 

of new products which would fit to the its underlying philosophy, it was unclear how the 

venture’s customers would react to such a product innovation and which consequences this 

would have for the venture’s brand identity in general. After all, producing sustainable 

clothing did not only mean a deviation from the characteristic Freitag material - used truck 

tarpaulins – but would also constitute the entry into an entirely new market segment.  

 

The market for sustainable clothing 

While the market for sustainable clothing constituted a small niche in comparison to the 

conventional fashion industry, expenditures in this market segment continued to grow 

against the general trend. For example, while growth rates for the textiles and clothing 

industry in Germany - one of Freitag’s most important business markets - were generally 

declining in the period from 2000 to 2013, sustainably produced textiles and clothing 

experienced an average market growth of five per cent per year in the same period.  

Especially in recent years fashion shoppers put increasing exmphasis on sustainability 

criteria such as ecological impact, social working conditions and transparency in the entire 

production process. This development was partly impacted by the general trend towards 

more sustainable business practices in the economy but also by grievances specific to the 

conventional fashion industry. However, also recent news and reports about the widespread 

use of sweatshops in development countries and multiple environmental incidents caused by 
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toxic chemicals had further increased this trend. The following table contrasts key 

characteristcs of the conventional and sustainable fashion industry:  

Conventional clothing industry  Sustainable clothing industry 

• Intransparent supply chains 

• Globalized production and outsourcing 
largely to Asian developing countries 

• Logic of “fast fashion” (i.e. launch of multiple 
fashion clothing collection per year) 

• Price sensitive market 

• Fierce competition among a small number of 

incumbent firms (e.g. H&M, Primark, 
Topshop) and high entry barriers  

• Irresponsible business practices in terms of 

social and ecological minimum standards 

• Heavily dependent on conventional cotton 
production with high water consumption 

• Etc. … 

 

• More transparent supply chains 

• More regional supply chains 

• Logic of “slow fashion” (i.e. production of 
high-quality and durable clothing which does 

not follow seasonal trends) 

• Consumers are willing to pay a price premium 
to guarantee high sustainability standards 

• Highly fragmented market with some 
powerful first movers (e.g. Armedangels, 

KnowledgeCotton Apparel, Hessnatur etc.) 

but mostly small, emerging ventures 

• Use of official, certified labels to signal 
specific ecological and social minimum 

requirements (e.g. Fair Trade label or Global 

Organic Textile Standard).  

• Use of sustainably produced and recyclable 
raw materials (e.g. organic cotton; less water-

intensive plants such as hemp and linen)  

• Etc.  … 

 
 

 

Setting the scene and core strategic decision  

Daniel Freitag suddenly realized that his morning ride to the Freitag office was coming to a 

close as he turned into Binzmühlestrasse where the new Freitag factory and headquarter was 

located. In a few minutes the meeting with his brother would begin. One year ago, the 

opening of the whole building had indeed attracted considerable media attention as the 

brothers had placed great importance in designing the whole production process of the bags 

to the principles of a circular economy. Daniel couldn’t help but smile every time he made 

himself aware that Freitag’s incredible success story, its dedication to design and its 

committment to a circular economy originally developed „out of a bag“.   

But Daniel also knew that past achievments represented no guarantee for future success. The 

Freitag bag had become a design classic which had received numerous awards and had been 

incorporated into the design collection of the Museum of Modern Art in New York. Yet, the 

brothers were far from becoming a museum piece. Daniel was familiar enough with examples 

of once succesfull companies which, due to an extremely strong product-based identity, failed 
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to recognize the signs of the time, and missed important future business opportunities. Yet, 

Daniel was confident that their mindset as two professionally trained designers would 

prevent them from being caught in such a success-trap. For him and his brother, the Freitag 

bag had also been a source of inspiration rather than a mental constraint.  

Especially in recent years, an increasing number of marketing and industry experts had also 

publicly urged Freitag to come up with new, innovative products which would complement 

Freitag’s original business of producing recycled bags and accessoires. Certainly, the launch 

of Freitag’s new Reference collection had been an innovative idea and attracted a lot of 

positive media attention. Yet, their idea to develop and launch a collection of sustainable 

clothing came at a time when Freitag experienced stagnation and slowdown of growth in its 

established markets. Thus, Daniel felt that the launch of an innovative, new product would 

come at just the right time to prove once more Freitag’s pioneering spirit and to develop a 

second business avenue beside their iconic bags.  

Freitag had always been an entrepreneurial company and therefore Daniel had little doubt 

that the venture would possess the right mindset and general skills and capabilities to drive 

this project forward. However, as Daniel knew from his own experience, no business plan was 

as watertight as a Freitag bag. At the turn of the millienium, Daniel and his brother Markus 

had already strived to to enter the fashion market with an entirely new brand, labeled 

skim.com which was targeted at young, urban, affluent creatives. Each of the fashion items 

was assigned a unique number which stood for an individual e-mail address. The basic idea 

was to create a vibrant online-offline community and to provide a convenient communication 

tool. However, even though Freitag employed its already established distribution channels 

such as its newly opened Freitag store in Davos and its growing international dealer network, 

the product idea did not develop a sufficient momentum on the market and could not obtain 

the critical mass which would have been necessary for creating a viable community. When 

the idea turned out to be a financial disaster, production was stopped only after two years in 

2001.   

In the upcoming meeting Daniel and his brother would recapitulate the hitherto made 

decisions in the development process of their collection of sustainable clothing and would 

discuss core strategic decisions regarding the future marketing of their new product.             

At the core was the question to whom Freitag should target its planned 

collection of sustainable clothing. In general, Freitag could distinguish between the 

following three stylized customer segments for its new product offering:  
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The design- and lifestyle-oriented customers: 

This customer type had presumably been Freitag’s hitherto most important customer 

segment. Customers from this segment were part of a design- and lifestyle-oriented 

avantgard with an individualist mindset which valued the Freitag bag primarily because of its 

unique design and functionality. The sustainable production of the bags was at best an 

attractive add-on for them. In the context of sustainable fashion, these customers would pay 

particular attention to the style and quality of the product. 

 

The socio-ecologically conscious customers: 

This customer type was well-aware of Freitag’s sustainability commitment. Customers from 

this segment made a deliberate purchase decision based on the sustainable business practices 

and values of Freitag. Consequentely, these customers primarily bought a Freitag bag because 

of its recycled origin and socially fair production standards. For them, carrying a Freitag bag 

was a conscious and public statement of sustainable consumption. In the context of 

sustainable fashion, these customers would accordingly value the ecological and social 

performance of the product. 

 

The mainstream customers: 

In addition to the two existing customer segments outlined above, Freitag could at least 

theoretically also target the “mainstream” segment of design- and sustainability-unconcerned 

customers. These customers did not attach too much value to either design- or sustainability-

related product features. In the context of sustainable fashion, these customers would be 

therefore probably attracted by a Freitag-branded product offering, yet their willingness to 

pay would be rather limited.  

 

However, while focussing on a specific customer segment was necessary in order to bundle 

resources, Daniel also knew that it in the end it would be key to find a carefully balanced 

product positioning which would simultaneously take account of Freitag’s identity as a 

design-driven AND sustainability-oriented business venture.  

Daniel looked forward to the meeting with his brother Markus. He had to smile when he 

remembered how many times he had already played the devil’s advocate in the discussions 

with his brother Markus. In fact, Daniel was convinced that it was this continuous 
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questioning and challenging of ideas between him and his brother which had laid the 

foundation for the unprecedented success of the venture Freitag in all these years.  

Finally, Daniel had arrived at the Freitag headquarter and as he headed towards the meeting 

room he realized the familiar smell of old truck tarps. As Daniel sat down on the meeting 

table and waited for his brother his look fell on the venture’s prominently displayed mission 

statement which reminded him that their venture had always been more than just producing 

bags. It was five minutes to nine and the meeting with his brother Markus was about to start 

(Exhibit 6).  
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Exhibits 

Exhibit 1 – Founder Profiles 

The venture Freitag was co-founded by the two brothers Daniel and Markus Freitag: 

Daniel Freitag:  

 

Why have you become a maker of bags? 
 

„Bags are the product that we provide. However, there 
is more to bags than you would think. FREITAG is an 
exciting possibility for me to turn dreams and ideas 
that inspire me into reality. This was the case in 1993 
and remains so today.“ 

 
What does sustainability mean to you?  
 
„Anyone who takes a serious look at the topic of 
sustainability quickly realises that it has nothing to do 
with short-term thinking. There are sensible, short-
term ecological measures that can be implemented but 
many things must be considered from a holistic and 
long-term perspective. I am convinced that such an 
approach is essential for the environment and for 
society and that these strategies will also take hold on a 
wider scale.“ 

Markus Freitag: 
 
 

 
Why have you become a maker of bags? 
 
„In 1978, our father showed us how a compost heap 
works and how much fun it is to think and act in terms 
of cycles. This gave rise to the idea that in a best-case 
scenario, something new and useful can be created 
from rubbish. Since I have never driven a car in my life 
but have always cycled, I know that you sometimes 
need strong, water-repellent, functional bags to get 
through life.“ 
 

 
What dreams do you want to realize in the 
future? 
 
„To develop a second product on which the Freitag logo 
looks a good as on our bags. Or it could even be a specific 
service. Because our brand represents a certain attitude, 
good quality, good look and sustainability. 
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Exhibit 2 - The Freitag prototype messenger bag F13 TOP CAT  

 

 

 

 

 

 

 

 

 

 

 

 

Exhibit 3 - The Freitag flagship store at the Geroldstrasse in Zurich 
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Exhibit 4 – The six derived core values of the Freitag brand 

 

Core values Description 

Urban Freitag was born in the city, is made in the city and is sold in cities. 

We are an urban brand, conveying an urban attitude towards life.  

Recontextualized Freitag takes objects, materials, thoughts and services out of their 

original environment and uses them in NEW ways (functional 

change). 

Functional 

Design 

Freitag products and services are characteristically designed, 

extremily functional and of high quality.  

Honest Freitag is consistent, real, original, unique and authentic. This 

applies both to the products and to the argumentation we use to sell 

them.  

Slightly Fucked 

Up 

Freitag is used, travelled, non-conformist, raw, blunt, tough and a 

bit peculiar. The confidence in our uniqueness lets us to things “our 

way”, not “their way”.  

Intelligent Freitag is poised for the future: we work towards sustainability, 

longevity and general reason. At the same time we like to be 

innovative, inventive and not without wit.  

 

 

Exhibit 5 - The R511 Carolus bag as an example for Freitag’s more elegant 

Reference collection  
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Exhibit 6 – The meeting room   

 

The printed mission statement   

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Daniel Freitag waiting for his brother Markus 

 

 
 
 
 
 
 
 
 
 
 

		

 


